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Abstract 
The present research proposes that the attractiveness of an advertisement endorser can affect the 
viewer's overall rating of the advertisement as well as his or her ability to be persuaded by it. 
The present research also suggests that endorser-product congruence can impact persuasiveness 
ratings as well as overall ad ratings. In the experiment itself, participants were asked to read two 
types of advertisements and fill out two questionnaires. Consistent with previous research, results 
showed that the skin care advertisement was rated significantly more persuasive and had a higher 
overall rating when paired with an attractive endorser than an unattractive one. Congruent with 
prior research, the skin care advertisement with the attractive endorsers was rated significantly 
higher than the ad with unattractive endorsers. 
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Introduction 
The effectiveness of a message as well its endorser plays a key role in determining 
whether the individual it is aimed at is persuaded. Persuasion is a very important topic of 
research because it affects us on a daily basis. We are constantly being called to judge the 
credibility of the people in our life as well what we are exposed to in the media. Determining 
factors in addition to credibility that influence persuasiveness and the ability to be persuaded 
gives us the ability to not only create more persuasive messages, but to help fend against 
susceptibility to deceptive messages or those lacking in reliability and accuracy. 
Determining the less salient factors that influence persuasiveness is the goal of a 
multitude psychological research. Both the ability to persuade and be persuaded is influenced by 
psychological factors such as perceived credibility and the receptiveness of the person being 
persuaded. Obvious factors such as providing the audience members who are listening to the 
message with facts such as the percentage of people who also agree with the message they are 
receiving can have a significant effect on the message receiver's ability to be persuaded. Brinol, 
Horcajo, and Petty (2010) demonstrated this in a study designed to explore source status. In this 
study, they informed participants whether the message they were reading was approved by the 
majority or minority of people who read it. Brinol et al. gave participants background 
information on the source status of the message prior to being exposed to the message. Results 
showed that when participants read that a majority of other participants agreed with the message, 
they were significantly more likely to agree with the message as well, and vise versa. 
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The Impact of Attractiveness in Persuasion and Advertising 
An important area of interest in current psychological research explores the effect of 
external factors, specifically physical attractiveness. Factors such as eye color, facial contour, 
and hair color can all impact an individual's perceived attractiveness. Johnston (2010) found that 
hair color affected perceived attractiveness and that blonde individuals in particular were rated as 
more attractive, and as a result, were treated better in areas of society such as the workplace. 
Interestingly, the overall physical attractiveness of a communicator has been found to be a strong 
predictor of a message's effectiveness in several studies. In a meta-analysis of advertising 
research, Amos, Holmes, and Strutton (2008) demonstrated that endorser attractiveness has a 
significant impact on overall product likeability. As their research has demonstrated, an attractive 
communicator generates higher levels of agreeability with a message. 
In a separate, but related vein, Reingen and Kernan ( 1993) were interested in the how 
attractiveness affects persuasion in face-to-face situations. They were interested in the treatment 
of salespersons based on their levels of attractiveness. To explore this topic, they conducted three 
different experiments that used photographs of both attractive and unattractive advertisement 
endorsers whose level of attractiveness was determined by a pretest. The two highest rated 
pictures (one male, one female) and two lowest rated pictures were selected for the first 
experiment. Participants were told that the person in the picture was a salesperson for that 
product and were given a questionnaire that asked them to rate the salesperson on the 
effectiveness of the advertisement. Their results showed that the two attractive salespersons were 
rated significantly higher than the unattractive salespersons (Reingen and Kernan, 1993). 
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In the second experiment, they recruited actors (both attractive and unattractive) to play 
the role of a salesperson and try to sell a product to unsuspecting participants. After delivering 
the sales pitch, the actors assessed how each participant responded to them by rating their 
attitude and how closely it paralleled how people normally respond to them in real life. Results 
showed that buyers were significantly friendlier to the attractive actors, which aligned with how 
the attractive salespersons were treated in daily life (Reingen and Kernan, 1993). 
In the final experiment, attractive and unattractive actors asked participants to make 
donations to a charity. Surprisingly, attractiveness was found only to have a significant effect on 
participants who agreed to donate. Among these participants, results showed significantly more 
compliance with the attractive actors than unattractive actors (Reingen and Kernan, 1993). 
Similar research on the impact of attractiveness on persuasion has been explored by 
Bower and Landreth (2001) who conducted a study exploring the effects of incorporating highly 
attractive models in an advertisement versus normally attractive models. In their experiment, 
participants viewed an ad of a beauty product while looking at a photo of either a highly 
attractive endorser or normally attractive endorser and rated the ad's effectiveness. Their results 
show that ads were rated higher when highly attractive endorsers were implemented than when 
normally attractive endorsers were used (Bower and Landreth, 2001 ). 
In addition to the role of physical attractiveness, researchers such as Kahle and Homer 
( 1985) have explored the effect of advertisement involvement on its perceived persuasiveness. 
Kahle et. al (1985) predicted that when an advertisement demanded high involvement, physical 
attractiveness would not be an important factor in determining ad persuasiveness. However, 
when the ad demanded low involvement, physical attractiveness would have a significant effect 
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on the persuasiveness of the message. Participants read either a high involvement ad with an 
attractive spokesperson or a low involvement ad with an attractive spokesperson. The high 
involvement ad promised participants a free razor while the low involvement ad promised 
participants a free tube of tooth paste. As predicted, a post questionnaire asking participants how 
much communicator attractiveness figured in to whether or not they were persuaded by the ad 
revealed that attractiveness did not have a significant effect on the persuasiveness of high 
involvement ads. However, it did have a significant effect on low involvement ads (Kahle and 
Homer, 1985). 
Research has also shown that using a celebrity endorser in an advertisement can 
overshadow the role of attractiveness in persuasive intent as advertisement ratings are generally 
rated the highest when the endorser is a celebrity. Stafford, Stafford and Day (2002) studied the 
effect of a celebrity endorser on the persuasiveness of an advertisement in their study. Stafford et 
al. (2002) predicted that a celebrity endorser would generate more positive attitudes toward the 
advertisement as well as a higher perceived level of credibility. In their study, participants either 
viewed a picture of Harrison Ford or a non-celebrity while reading an advertisement for a 
restaurant. As predicted, participant ratings show that ratings for the effectiveness of the 
restaurant ad were significantly higher when Harrison Ford was the endorser than when the non­
celebrity was the endorser. Moreover, ratings show that participants perceived Harrison Ford to 
be a significantly more credible source than the non-celebrity (Stafford, Stafford and Day, 2002). 
Contrary to the findings of many researchers, some research demonstrates that 
communicator attractiveness can be overshadowed by other factors such as expertise and age or 
even a deterring factor depending on the audience. Maddux and Rogers (1980) conducted a study 
exploring the effect of communicator characteristics on the persuasiveness of a message. 
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Maddux et. al (1980) predicted that there would be an interaction between expertise and 
providing supporting arguments. More specifically, that impact of expertise depended on 
whether or not supporting arguments were provided. Participants were randomly assigned to 
either the presence or absence conditions of supporting arguments. Within these two conditions, 
participants were randomly assigned to either an attractive or unattractive communicator. The 
hypothesis was not confirmed, however other results were found to be significant. Overall, 
expert communicators were significantly more persuasive than non experts. Communicators who 
provided supporting arguments were also significantly more persuasive (Maddux and Rogers, 
1980). Physical attractiveness of the communicator did not have a significant effect on 
persuasiveness. Maddux et. al (1980) concluded that expertise played a much bigger role in 
persuasiveness than did attractiveness, which is still in dispute by many researchers today. 
Cacioppo, Fischer, Petty, and Puckett (1983) conducted a study similar to that of Maddux 
and Rogers (1980) that examined the communicator's age, attractiveness, and whether the 
argument was convincing or not. The ultimate goal of their research was to explore how younger 
people's personal opinions on an issue were affected by persuasive messages from elderly 
individuals. However, they also manipulated two other variables: attractiveness of the source and 
cogency of the message, which they defined as whether the argument was convincing or not. 
Not surprisingly, their results showed that participants approved significantly more of the 
message of an attractive communicator than an unattractive one. Moreover, participants 
approved significantly more of a cogent message than of an unconvincing one. Interestingly, 
Cacioppo et. al ( 1983) discovered a limitation to the attractiveness of an endorser in their study: 
attractiveness was only taken into account for young endorsers, not elderly endorsers. 
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In direct opposition to the solid amount of research suggesting attractiveness is an 
important factor in advertising, Bower (2001) found that highly attractive models can have a 
negative impact on an ad's effectiveness if it is a woman viewing it. In her study, participants 
viewed a picture of a highly attractive model and a normally attractive model while 
simultaneously viewing a picture of a treadmill. Results showed a strong preference for the 
normally attractive model. It was asserted that using highly attractive models has an opposite 
effect than what advertisers intended because many women do not like being compared with 
such a high standard of beauty and may become jealous (Bower 2001 ). 
The Match-Up Hypothesis 
Although some research demonstrates that attractiveness can be overshadowed by other 
factors, a multitude of research has explored how attractiveness can work hand-in-hand with 
these factors. Factors such as the explicitly stated intent to persuade as well as the match-up 
hypothesis have been examined in conjunction with the attractiveness of the endorser. For 
example, Reinhard, Messner, and Sporer (2006) explored the impact of an endorser's explicit 
intent to persuade as well as his or her level of attractiveness. Reinhard et. al (2006) predicted 
that participants would be less persuaded if the communicator's intention to persuade was made 
obvious. However, they believed that if the communicator was attractive, the intent to persuade 
would have less of a negative impact on the participant. 
In their experiment, a video recording of an either an attractive or unattractive female 
communicator was used to try to persuade participants to buy an apple "emac." The participants 
were randomly assigned to one of four conditions: an attractive or unattractive communicator 
who explicitly states her intent to persuade or an attractive or unattractive communicator who 
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implicitly persuades. Results showed that participants rated the advertisement with the attractive 
communicator significantly higher when she explicitly stated her desire to persuade them than 
when that desire was implicit. Contrarily, participants rated the message of the unattractive 
communicator significantly lower when she was explicit about her intent to persuade them. 
(Reinhard , Messner, & Sporer, 2006). 
Unlike the majority of advertisement research that primarily focuses on the effect of the 
attractiveness of an endorser, the research of Kamins and Gupta (1994) focused on a match-up 
hypothesis. Their hypothesis suggested that celebrity and product (or service) congruence makes 
an advertisement more persuasive. Therefore, a celebrity who is known for his or her intelligence 
would be more persuasive in an advertisement promoting technological products than one 
promoting athletic products. To demonstrate this, their study involved using Leonard Nimoy for 
an advertisement for a congruent product (computer) and a non congruent product (running 
shoes). Results confirmed that Nimoy paired with a computer was more persuasive than Nimoy 
paired with the tennis shoes (Kamins & Gupta, 1994). 
Till and Busler (2000), also interested in the matchup hypothesis, conducted a study 
exploring the extent to which physical attractiveness serves as a match-up factor and its effect on 
brand attitude and purchase intentions. In their experiment, Till et al. (2000) used two products: 
a pen and men's cologne. Participants viewed a photo of an attractive male endorser in one 
condition and participants in the other condition viewed a photo of the same man that had been 
photoshopped to be unattractive. The male endorser's attractiveness was manipulated by dulling 
his eye color, adding a mustache, and thickening his eyebrows. The attractive male endorser was 
congruent with the cologne while the unattractive version was considered congruent with the 
pen. Their results show that in the pen and cologne conditions, the attractive endorser was rated 
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significantly higher than the unattractive endorser, suggesting that the match-up hypothesis has a 
limited impact and can be overshadowed by endorser attractiveness (Till and Busler, 2000). 
Goals of the Present Research 
Building on what a solid amount of research has already demonstrated, the present 
research focuses on the effect of an advertisement endorser's attractiveness on the perceived 
persuasiveness of an advertisement. Moreover, the type of advertisement as a determinant for 
whether attractiveness affects persuasiveness ratings and overall advertisement ratings is also 
explored. A third variable that is explored is the effect of hair color on ad ratings. The present 
research predicts that (a) an advertisement with an attractive endorser will be rated significantly 
higher than an advertisement with an unattractive endorser, (b) the attractiveness of the endorser 
will have a bigger impact on advertisement ratings if the ad is promoting a beauty product rather 
than a non-appearance related product or service, and ( c) blonde haired endorsers will be rated 




A total of 60 participants were recruited for the study (26 male, 34  female). Participants 
included undergraduate students of Eastern Illinois University enrolled in the Introduction to 
Psychology course offered on campus as well as college-age adults recruited from the local area. 
The majority of participants were recruited using Eastern's sona-system database which allows 
The Effect of Endorser Physical Attractiveness 11 
researchers to post experiments online and participants to view and signup for these experiments. 
Fifteen participants were randomly assigned to one of the four groups: brunette with clear skin, 
brunette with acne, blonde with clear skin or blonde with acne. Each of the four groups met 
separately either in the Eastern's physical science building or another location on campus. 
Stimulus 
Participants were exposed to two types of advertisements: a skincare product known as A 
Clearer You Skincare Regime and a career service known as My Career: Job Match Service. 
Each advertisement contained a typed description of the product/service paired with a picture of 
its endorser retrieved from Google images and manipulated using Photoshop to give the endorser 
the appearance of either blemished or clear skin and either blonde or brown hair. These four 
separate groups were represented with four color-printed photos consisting of: a brunette with 
clear skin, a brunette with acne, a blonde with clear skin, and a blonde with acne. A projector 
was considered for displaying one of the four pictures to the group of participants, but dismissed 
since the image was not as high quality it was printed on paper, not allowing for an accurate 
depiction of the endorser's facial blemishes. 
In addition to one of these four pictures, subjects were given a packet that including typed 
advertisement descriptions for the skin care product and career service that were roughly a 
paragraph in length. The advertisement descriptions for the skin care product and career service 
respectively were located on separate sheets of paper. Below each advertisement was also a 
printed series of questions addressing the participant's perceived persuasiveness of the ad, 
usefulness of the product or service, and intent to purchase the product or service. Participants 
were asked to use a likert scale ranging from 1-9 to assess each of these categories: 
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Advertisement persuasiveness ( 1 =not at all persuasive, 9 =most persuasive) 
Usefulness of product/service ( 1 =not at all useful, 9= most useful) 
Willingness to purchase product/service ( 1  =not at all likely, 9= most likely). 
A post-experiment attractiveness measure was given to participants on a separate sheet of 
paper. The attractiveness measure consisted of five questions that addressed the endorser's 
attractiveness, how the endorser's attractiveness influenced the participants' opinion of each ad, 
the participants' current hair color, and the participants' preferred hair color. Participants were 
required to rate the attractiveness of the endorser on a 1-9 likert scale ( 1 = least attractive, 9= 
most attractive) as well as how much the endorser's attractiveness figured into their opinion of 
each ad on a 1-9 likert scale ( 1 = influenced my opinion minimally, 9= influenced my opinion 
greatly). Participants were then required to write their answer for the current hair color and 
preferred hair color measure. 
Procedure 
The majority of the present research was carried out in the physical science building on 
the campus of Eastern Illinois University. Fifteen participants were unknowingly assigned to 
four separate groups: blonde with clear skin, blonde with blemishes, brunette with clear skin or 
brunette with blemishes. These four groups met separately for participation in the experiment. 
Participants were signed up online for the experiment and were able to pick from the list of 
scheduled times. Students were notified beforehand of which classroom the experiment would 
take place in, and they arrived during their scheduled time. Once inside the classroom, the 
participants were asked to sign a consent form and were given verbal instructions regarding the 
experimental task without hinting at the study's purpose. The verbal instructions were as follows: 
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Thank you for your participation in the study. I will hand out consent forms for you to 
sign so you are aware of what the study entails. You will not be exposed to any risks 
during your participation in this study. Please look at the picture you are given and 
proceed to reading the two advertisements. After reading these advertisements, complete 
the questionnaire on the final page to the best o.f your knowledge. I ask that you please 
remain quiet while completing the experimental task and refrain from talking about the 
study with anyone in the room at the time of the experiment or afterward.for protection of 
the study 's purpose. After you have turned in your questionnaire I will administer a post­
experimental questionnaire for you to complete. After you have completed the final 
questionnaire you will be debriefed and free to leave. If at any point you feel you cannot 
complete the study, you are free to leave and will still receive course credit. 
After being given the verbal instructions, the participants were handed individual packets 
containing a picture representing their group paired with the two advertisements, respectively. 
The experimenter will wait for all questionnaires to be turned in before administering the post-
experiment attractiveness rating. After all the questionnaires are turned in, the experimenter 
administered the post-experimental questionnaire to each participant. Participants were not 
allowed to view the picture while rating attractiveness. Again, the researcher asked the 
participants to remain quiet while completing the final questionnaire and not share their answers 
after the experiment was over. After the attractiveness ratings were turned in, participants were 
verbally debriefed, thanked, reminded not to tell others the purpose of the experiment and then 
dismissed. Credit for participation in the experiment was uploaded that same evening. 
Results 
Attractiveness Ratings. A t-test for was used to obtain the results for the attractiveness 
ratings and all the remaining tests were also computed using t-tests for independent means with 
an alpha level set at .05 Attractiveness ratings from the post-experimental rating were first 
assessed to determine whether attractiveness was effectively manipulated for the study. A t-test 
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for independent means was conducted on the attractiveness ratings of the blonde advertisement 
endorser with clear skin and the blonde advertisement endorser with blemished skin. Results 
show that the blonde endorser with clear skin (M = 6.13, SD = 1.68) was rated significantly 
higher than the blonde endorser with blemished skin (M = 4.67, SD= 1.76), t(28)= 2.33, p = 
0.027 (two-tailed), confirming that the attractiveness manipulation worked for this group. 
A t-test for independent means was then conducted on the attractiveness ratings of the 
brunette advertisement endorser with clear skin and the brunette endorser with blemished skin to 
determine whether or not the attractiveness manipulation worked for the brunettes. Results show 
that there was no significant difference in the attractiveness ratings for the brunette with clear 
skin (M = 5.27, SD= 2.25) and the brunette with blemished skin (M = 4.00, SD= 1.89), t(28)= 
1.669, p = 0.106 (two-tailed). It should be noted, however, that the brunette with clear skin was 
rated higher than the brunette with blemishes which almost reached significance, p = 0.053 (one­
tailed). 
Hair Color. In order to test the hypothesis that blonde haired advertisement endorsers 
would be viewed as more attractive than brunettes, the ratings for the blonde endorser with clear 
skin were compared with the ratings for the brunette endorser with clear skin. A t-test for 
independent means was conducted on the attractiveness ratings for the attractive blonde endorser 
and the attractive brunette endorser. Results show that the attractive blonde endorser (M = 6.13, 
SD= 1.68) was not rated significantly higher than the attractive brunette endorser (M = 5.27, SD 
= 2.25), t(28)= 1.19, p = 0. 122 (one-tailed). 
A t-test for independent means was then run on the attractiveness ratings for the blonde 
endorser with blemishes and the brunette endorser with blemishes. Results show that the 
unattractive blonde endorser (M = 4.67, SD= 1.76) was not rated significantly higher than the 
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unattractive brunette endorser (M = 4.00, SD= 1.89), t(28)= 1.00, p = 0.163 (one-tailed). Since 
hair color did not have a significant effect on any level, it was no longer used as a grouping 
mechanism. The remaining tests were grouped by attractiveness level only. 
The Effect of Attractiveness on Overall Ad Rating 
The effect of an attractive endorser vs. an unattractive endorser on overall ad rating was 
then examined. The overall ad rating was composed of the three sub ratings persuasiveness of ad, 
usefulness of product or service, and willingness to purchase. Each of these categories was 
examined separately. It is important to note that the two types of advertisement (career service 
and skin care product) were also examined separately to determine whether or not attractiveness 
level had any effect. 
Career Service Advertisement 
The initial hypothesis asserted that the attractiveness level of the endorser would not have 
a significant effect on the overall ad rating for the career service since the nature of this 
advertisement does not rely as heavily on appearance as the skin care ad might. At an alpha level 
of .05, t-tests were conducted on all levels of the overall ad rating to determine whether or not 
attractiveness played a role 
Persuasiveness of Advertisement. A t-test for independent means was conducted on the 
persuasiveness ratings of the career advertisement for the attractive endorsers and the 
unattractive endorsers. Results show that the career ad with the attractive endorsers (M = 5.03, 
SD= 2.31) was not rated significantly more persuasive than the career ad with the unattractive 
endorsers (M= 4.80, SD= 2.62), !(58) = 0.366, p = 0.716 (two-tailed). 
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Usefulness of Service. A t-test for independent means was conducted on the usefulness 
ratings of the career service for both attractive and unattractive endorsers. Results show that the 
career ad with the attractive endorsers (M = 5.23, SD= 2.66) was not rated significantly more 
useful than the career ad with the unattractive endorsers (M= 5.10, SD= 2.85), t(58) = 0.187, p 
= 0.426 (one-tailed). 
Willingness to Purchase. A t-test for independent means was conducted on the 
participants' willingness to purchase the career service for attractive and unattractive endorsers. 
Results show that participants did not rate themselves as more willing to purchase the career 
service when shown ads with the attractive endorsers (M = 4.47, SD= 2.44) than when shown 
ads with the unattractive endorsers (M= 4.27, SD= 2.92), t(58) = 0.287, p = 0.387 (one-tailed). 
Skin Care Advertisement 
The initial hypothesis asserted that the attractiveness level of the endorser would have a 
significant effect on the overall ad rating for the career service since the nature of this 
advertisement tends to rely heavily on appearance. T-tests were conducted on all levels of the 
overall ad rating to determine whether or not attractiveness played a role. 
Persuasiveness of Advertisement. A t-test for independent means was conducted on the 
persuasiveness ratings of the skin care advertisement for the attractive endorsers and the 
unattractive endorsers. Results show that the skin care advertisement implementing the attractive 
endorsers (M = 5.3 7, SD= 2.44) was rated significantly more persuasive than the skin care ad 
with the unattractive endorsers (M= 4.17, SD= 2.60), t(58) = 1.975, p = 0.027 (one-tailed). 
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Usefidness o.f Service. A t-test for independent means was conducted on the usefulness 
ratings of the product for both attractive and unattractive endorsers. Results show that the skin 
care ad with the attractive endorsers (M = 5.70, SD= 2.52) was rated significantly more useful 
than the skin care ad with the unattractive endorsers (M = 4.27, SD= 2.43), t(58) = 2.240,p = 
0.015 (one-tailed). 
Willingness to Purchase. A t-test for independent means was conducted on the 
participants' willingness to purchase the skin care product for attractive and unattractive 
endorsers. Results show that participants rated themselves as more willing to purchase the skin 
care product when shown ads with the attractive endorsers (M = 5.27, SD= 2.47) than when 
shown ads with the unattractive endorsers (M = 3.40, SD= 2.47), t(58) = 2.922, p = 0.003 (one­
tailed). 
Post-Experimental Rating 
On the post-experimental rating, participants were asked to rate how much they believed 
the attractiveness of the endorser affected their overall rating of the career and skin care 
advertisements respectively. These ratings were examined to determine whether or not they 
reflected what the previous data has demonstrated. A t-test for independent means was conducted 
on the participants' ratings of the extent to which the attractiveness of the endorser influenced 
their rating of the career service ad and skin care ad respectively. Results show that there was not 
a significant effect in the ratings of how the participants perceived the attractiveness level of the 
endorser to affect their overall rating of the career service ad (M = 3 .90, SD= 2.37) and the skin 
care ad (M = 4.97, SD= 2.57), t(58) = -1.673,p = 0.135 (two-tailed). However, the results almost 
reached significance,p = 0.05 (one-tailed). 
Table 1 
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The Attractiveness Ratings for the Four Types of Advertisement Endorsers 
Table 1: Attractiveness Ratings for the Four Types of Advertisement Endorsers 
Attractive Blonde Attractive Brunette Unattractive Blonde Unattractive Brunette 
M = 6.13 M= 5.27 M = 4.67 M = 4.00 
SD= 1.68 SD= 2.25 SD = 1.76 SD= 1.89 
Table 2 
The Persuasiveness Ratings for the Career Service Ad and Skin Care Ad, Respectively 
Table 2: Persuasiveness Ratings For Career Service Ad and Skin Care Ad 
Career 
Attractive vs. 
Service Attractive Unattractive 
Unattractive 
Ad 
M 5.03 4.80 -
SD 2.31 2.62 -
p-value - - 0.183 




Care Attractive Unattractive 
Unattractive 
Ad 
M 5.37 4.17 -
SD 2.55 2.60 -
p-value - - 0.027* 
Type of - - One-tailed 
Test 
Table 3 
The Usefulness Ratings for the Career Service Ad and Skin Care Ad ,Respectively 
Table 3: Usefulness Ratings for Both Types of Ads 
Career 
Attractive vs. 
Service Attractive Unattractive 
Unattractive 
Ad 
M 5.23 5.10 -
SD 2.66 2.85 -
p-value - - 0.426 



















The Ratings for Willingness to Purchase Product and Service, Respectively 
Table 5: Willingness to Purchase Ratings 
Career 
Attractive vs. 
Service Attractive Unattractive 
Unattractive 
Ad 
M 4.47 4.27 -
SD 2.44 2.92 -
p-value - - 0.387 
Type of 




Care Attractive Unattractive 
Unattractive 
Ad 
M 5.27 3.40 -
SD 2.47 2.47 -
p-value - - 0.003* 
Type of 
- - One-tailed 
Test 
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Discussion 
Although hair color was hypothesized to have an effect on attractiveness and thus 
potentially persuasiveness, blonde endorsers were not rated significantly more attractive than 
brunette endorsers. Even though hair color is an interesting mediator to explore, there is currently 
not much research supporting the idea that hair color mediates attractiveness. Perhaps hair color 
would have an impact on advertisement ratings if it were explored outside the context of 
attractiveness. For instance, advertisements that may benefit from seemingly intelligent 
endorsers such as advertisements for certain computers or accounting services, may be more 
affected by the hair color of the endorser because of the stigma that is attached to blondes and 
their perceived intelligence level. Although this has already been explored in other realms such 
as the workforce by researchers like Johnston (2010), there is not much research exploring its 
implications in the advertising world. The exploration of an individual's hair color may need to 
be backed by more evidence before it can examined in other contexts, but it may prove to play a 
significant role in advertising someday. 
Although hair color was not an effective measure of attractiveness, skin appearance (clear 
vs. blemished) seemed to be an indicator of attractiveness, mediating between attractiveness 
ratings and overall advertisement ratings in the current study. In the initial t-tests, attractiveness 
ratings for endorsers with clear skin (attractive) versus attractiveness ratings for endorsers with 
blemished skin (unattractive) reached significance for the blonde condition, but not for the 
brunette condition. It is important to note that attractiveness ratings for attractive versus 
unattractive endorsers nearly reached significance in the brunette trial. Once the groups were no 
longer sorted by hair color, attractiveness level could be seen to have more of an effect on 
advertisement ratings. This effect confirmed the findings of previous research that also examined 
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attractiveness effects in advertising such as the research of Reingen and Kernan ( 1993) and 
Bower and Landreth (2001 ). 
The attractiveness level of the endorser was then found to have an effect on the match-up 
hypothesis which is the idea that the more an advertisement endorser's image is congruent with 
the product or service, the more persuasive the ad will be. This was evident in the results of the 
overall advertisement ratings. Endorser attractiveness proved not to be relevant for the 
persuasiveness rating, usefulness rating, or intent to purchase measure in the case of the career 
service advertisement. Contrarily, endorser attractiveness proved to be relevant for each of the 
same measures in the case of the skin care advertisement, reaching significance each time. These 
findings supported the match-up hypothesis and confirmed the findings of Kamins and Kupta 
( 1994) and Till and Busler (2000). 
Future Implications 
The present research demonstrated, like its research predecessors already had, that the 
attractiveness of an endorser truly has an effect on advertisement ratings. However, the present 
findings also explored an aspect of attractiveness that previous literature had not: skin 
appearance. The majority of research manipulated the attractiveness of endorsers by giving them 
an "unkempt" appearance: wrinkled clothes and tousled hair or simply using normally attractive 
endorsers alongside models. Not surprisingly, in the present research, the endorser with 
blemished skin tended to be rated less attractive than the endorser with clear skin, suggesting that 
blemished skin may overshadow other potentially attractive features such as face contour, eye 
color, or hair color (to name a few). This has significant implications in the real world because it 
suggests that skin appearance may play a bigger role in perceived attractiveness than previously 
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thought, and could negatively impact a speaker's message on several levels--- in interpersonal 
interactions, advertising, or perhaps even politics. 
Moreover, the present research showed that attractiveness also affected the match-up 
hypothesis. While previous research on the match-up hypothesis mainly explored how a 
celebrity's image and reputation affected the ratings of the congruent or incongruent product he 
or she was endorsing, the current research further explored how the endorser's attractiveness 
would effect a congruent and incongruent product/service, similar to what Till and Busler (2010) 
examined in their own study. Interestingly, the attractiveness of the endorser played a role in 
how the advertisement was rated for the skin care product. As hypothesized, the attractiveness of 
the endorser did not have a significant effect on non appearance related advertisements such as 
the one for the career service. 
Undoubtedly, the match-up hypothesis has significant implications in a number of areas. 
For one, appearance could have an effect on the match-up hypothesis in an individual's day-to­
day life. A message that an individual is relaying to another could potentially be impacted by the 
extent to which what they are saying aligns with their image. For instance, the message of an 
individual, who is overweight and is persuading someone else to try a new weight loss product 
that he or she found to really work, may not be taken into consideration due to the inconsistency 
with the persuader's image. 
Although advertisement agencies may have already discovered this phenomenon in 
advertising, the matchup hypothesis is still very helpful in product/endorser or service/endorser 
advertisements. Implementing an advertisement endorser to promote a skin care product who has 
flawed skin could weaken the overall message of the advertisement. Even advertisements that are 
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not appearance related can benefit from the match-up hypothesis. Like previous research 
demonstrated before, advertisement endorsers (specifically celebrity endorsers) impact 
advertisements by not just their appearance, but their reputation. Since Michael Jordan is 
renowned for being one of the greatest basketball players of all time, his image and reputation 
are more congruent with a product like athletic shoes than a Nook. This product-endorser 
congruence or lack thereof can influence the effectiveness of the advertisement greatly. Although 
this match-up hypothesis has already been acknowledged to some extent, more research could 
prove to be an important area of future research, and extremely beneficial to the advertising 
industry. 
At present, no research has explored the effect the match-up hypothesis in the political 
arena. However, exploring this could definitely have some significant implications. It is very 
likely that the congruence or perhaps incongruence of a politician's appearance in relation to his 
message could impact ratings. For instance, if the politician holds liberal, progressive ideas but 
dresses conservatively, this could be perceived by others as incongruent and negatively impact 
ratings. The same could hold true for a factor other than appearance such as speaking style. If the 
politician is discussing progressive ideas, but does not sound excited when he shares these ideas, 
this could also weaken his message due to incongruence. Undoubtedly, politicians have realized 
the importance of congruence of image with message, and as a result will often dress down when 
speaking in front of audience members belonging to the working class, and dress up when 
speaking in front of wealthy business owners. Although the match-up hypothesis could be 
overshadowed by other factors such as political accomplishments and reputation, it could still 
prove be an important factor in gaining votes 
Limitations 
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Due to time constraints, the effect of hair color on endorser attractiveness was only 
explored for the post-experimental attractiveness ratings. Moreover, once hair color was 
determined to have not affected the ratings on any level, it was discarded, and only the level of 
attractiveness was explored for an effect on overall ad ratings. Although it was reasonable to 
discard hair color, it may have proved useful in further deciphering the results. Undoubtedly, the 
attractiveness level of the endorser impacted the ratings of the skin care advertisement, but hair 
color may have still played a small role in determining the outcome of these ratings. 
Although skin appearance proved to be an effective measure of attractiveness in this 
study, it may not always be a great indicator. Because attractiveness is so subjective, it is hard 
find a flaw that all participants will deem unattractive or an attribute that all will agree is 
attractive. Certainly, the questionnaires showed several participants gave the unattractive 
endorsers the same rating as the attractive endorsers or an even higher one. Therefore, the 
findings of the current research may not always reach significance in other trials. 
Additionally, it is likely that the skin care ad with the endorser with blemished skin was 
rated lower than the ad with the clear-skinned endorser due to the discrepancy in attractiveness 
level. However, it is possible that attractiveness did not play as big of a role as previously 
thought. Perhaps participants rated the ad with the endorser with blemished skin significantly 
lower not due to a low attractiveness level, but due to the fact that she was promoting an acne 
product and still had blemishes. It is quite possible that the participants simply thought the 
product did not work since the endorser did not have clear skin. Unfortunately, there was no 
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measure for whether or not the participants thought the product worked. However, future 
research that incorporates this measure may prove to be very useful. 
Future Research 
Although there are limitations to the current research, it still provided valuable findings. 
Not only did it demonstrate that skin appearance could indicate attractiveness, but it confirmed 
the findings of previous research. Undoubtedly, other factors that indicate attractiveness (in 
addition to skin appearance) as well as the effect of the match-up hypothesis on advertisements 
could be exciting areas of research in the future and prove to be very helpful in better 
understanding the factors that influence persuasion in interpersonal interactions, advertising, 
politics, and other real world situations. 
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My Career (Job Match Service) 
"After college, I had a really tough time finding a career that was right for me. In the jobs I did 
find, I was expected to put in a lot of hours with little opportunity for advancement. After nearly 
giving up on finding right job, I tried My Career and they helped me find the career that was 
right for me. Now I am able to work from my home while still making six figures every year! 
With My Career, professionals help you find the perfect career for you based on your desired 
location, wages, and work environment. If My Career worked for me, I know it can find the 
perfect career for you!" 
1) On a scale from 1-9, how persuasive do you find this ad to be? ( 1 = least persuasive, 9= 
most persuasive) 
2) How useful do you find this service to be? ( 1 = least useful, 9=most useful) 
3) If you had an unlimited supply of money how willing would you be to purchase this 
service? ( 1 = least willing, 9=most willing) 
A Clearer You Skincare Regime 
"I used to struggle with unsightly blemishes and scars, but 'A Clearer You' skincare line has 
changed my life. Not only does my skin look and feel great, I now have the confidence to go out 
in public and not have to worry if people are noticing me or my blemishes. If A Clearer You can 
transform my acne-prone skin into the clear, flawless complexion you see before you, I know it 
will work for you!" 
1) On a scale from 1-9, how persuasive do you find this ad to be? ( 1  = least persuasive, 9= 
most persuasive) 
2) How useful do you find this product to be? ( 1  = least useful, 9=most useful) 
3) If you had an unlimited supply of money how willing would you be to purchase this 
product? ( 1 = least willing, 9=most willing) 
Post-Experimental Ratings 
Answer the following questions based on the exercise you just completed. Rate each question on 
a scale from 1-9 with 1 = the least amount and 9 = the most amount. 
1. How attractive did you find advertisement endorser to be? 
2. How much did the attractiveness of the endorser play into whether or not you agreed 
with the skin care ad? 
3.  How much did the attractiveness of the endorser play into whether o r  not you agreed 
with the career service ad? 
4. What is your current hair color? 
5. What is your preferred hair color? 
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